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Before We Die - 


he UK crime thriller Before We Die, 
produced by Eagle Eye Drama, starring 


Lesley Sharp as Detective Hannah Laing 
is back for another electrifying season 
(5x52’ new episodes, now 11x52’ in total). At the 
forefront of season two are two matriarchs battling 
for supremacy: Detective Hannah Laing, a woman 
determined to fight corruption, and her antagonist 
Dubravka, the figurehead of the Mimica crime family 
and mother of Bianca, the lover of Hannah’s son. 
Hannah is fighting for redemption, Dubravka for 
revenge. But both women will ultimately pay a high 
price for what they want. 

After the shooting of the head of the Mimica 
family, Hannah and Billy continue collecting evidence 
that could reveal the extent of the corruption in the 
police headquarters. But Hannah discovers that 
this fight spares no one, not even those she loves. 
Meanwhile, abducted from her hideout in Costa Rica 
and taken back to the UK in a container onboard a 
ship, pregnant Bianca must find a way to escape her 
mother’s clutches who intends to force her to miscarry 
her baby. Christian tries desperately to track her down, 
unaware that Dubravka’s goons are close at his heels. 
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Season 2 
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As the future balances on a knife-edge, Hannah 
and Bianca fight with every ounce of their strength and 
cunning to protect the unborn child from being born 
into a life of murderous crime. 

Before We Die, one of Channel 4’s most successful 
box set series, is adapted from the highly acclaimed 
Swedish series Innan vi dor. This thriller was a 
streaming phenomenon with an incredible 12 million 
streamers, 84% viewer retention from episode one to 
season one’s final episode and airing internationally 
in countries including Australia, Israel, New Zealand, 
and the US. 


Genre: Series/Drama 
Episodes: 5x52’ 

Key sales contact: 

Yi Qiao, Director Drama 
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he highly anticipated surveillance drama 
Concordia, produced by Beta Film’s and 
ZDF Studios’ joint venture Intaglio Films, 
will have its World Premiere at MIPCOM on 
Tuesday October 17 at 18.00 in the Grand Auditorium at 
Cannes’ Palais des Festivals. The premiere is followed by 
a Q&A with multiple Primetime Emmy® Award winner, 
Showrunner and Executive Producer Frank Doelger 
(Game of Thrones, The Swarm, John Adams, Rome), 
and cast members including International Emmy® 
Award winner Christiane Paul (Counterpart, In July) and 
Ruth Bradley (Ted Lasso, Humans). Directed by Barbara 
Eder (The Swarm, Barbarians), the world of Concordia is 
created by Mike Walden and Nicholas Racz. 

Concordia is the municipality of the future: a 
town built on surveillance and data collection not for 
nefarious self-serving purposes but for the greater good 


of society and its citizens. Its leadership’s sole goal is to 
create a freer, fairer, and more humane society for today 
and tomorrow. By its 20th anniversary, Concordia 

is thriving an indisputable success. It’s on the verge of 
expansion when twin catastrophes strike: the first ever 
murder and a hack of the town’s impenetrable AL 
Together, these events compromise the very foundation 
of the Concordia project and undermine any possibility 
of expansion. As the town’s investigation unfolds, 

the story becomes a race against time to fix the hack, 
solve the murder, and get the expansion over the line. 
However, the team soon find themselves staring down a 
deeply disturbing original sin, a sin that undermines the 


Genre: Series/Drama 
Episodes: 6x45’ 

Key sales contact: 
Robert Franke, VP Drama 


promise of Concordia far more than any of these threats 
ever could... 

The six-parter, produced by Intaglio Films for ZDE, 
France TV, Hulu Japan, and MBC is shot in English 
across various European locations. Concordia is jointly 
distributed globally by Beta Film and ZDF Studios and 
follows their collaboration on The Swarm, released to 
critical acclaim earlier this year. Christiane Paul stars as 
Juliane, the visionary behind the new utopia, together 
with Steven Sowah, who plays her son Noah, the 
ambassador in charge of expanding the experiment. 

Ruth Bradley takes on the role of Thea, an external 
investigator, who joins up with Isabelle, played by 
Nanna Blondell, to uncover secrets which led to 
Concordia’s creation. Kento Nakajima, one of Japan’s 
top actors, stars as A.J., the 27-year-old Japanese 
wunderkind and head of the AI system that is the 
beating heart of Concordia. 


(STUDIOS) 
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Payback 


rom Jed Mercurio’s HTM Television 
comes a new thriller Payback, written by 


acclaimed screenwriter Debbie O’Malley 
(All Creatures Great and Small, Law & 
Order UK). A compelling crime drama, Payback 
follows Lexie Noble, played by Morven Christie 
(The Bay, The A Word), as she becomes entangled 
in a perilous police operation to topple a notorious 
crime lord, Cal Morris, played by Peter Mullan (The 
Lord of the Rings: The Rings of Power, Ozark). 
With an idyllic family lifestyle in the suburbs of 
Edinburgh, Lexie is unaware her husband, Jared, 
has been laundering Cal Morris’ illegal earnings on 
a vast scale. Jared’s every move is being monitored 
by financial investigators DC Jibran Khan (Prasanna 
Puwanarajah — The Crown) and DCI Adam Guthrie 
(Derek Riddell — Happy Valley), who are determined 


to use the Noble family to bring Cal Morris to justice. 


A partner in Jared’s business, Lexie is forced into 
working for Cal, at the same time as the police net 
inexorably tightens. Soon Lexie finds herself walking 
a treacherous tightrope between Cal and the police 
in which her safety, and even her life, are in grave 
danger 


Genre: Drama 

Episodes: 6x60' 

UK Broadcaster: TV1 
Produced by: HTM Television 
in association with Britbox 


Credits 

Exec Producers: \iadonna Baptiste, Jed Mercurio, 
Jimmy Mulville, Debbie O'Malley 

Created & Written By: Debbie O'Malley 
Producer: Eric Coulter 

Director: Episodes 01 - 03: Jennie Darnell 
Director: Episodes 04 - 06: Andrew Cumming 
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TBI Scripted | Opinion 


The US writers’ strike 
is finally over, but are 
we heading for anew 
era or an existential 
moment, wonders 
Anthony Kimble, CEO 
of Arrested Industries 


Anthony Kimble is co-CEO 
and founder of Arrested 
Industries, overseeing its 
scripted operations from LA 


Scripted Anthony Kimble 


Too little, too late? 


fter months of uncertainty and tension, 
the curtains have finally risen on a new 
chapter for Hollywood after the writers’ 
strike came to an end. The City of Angels 
is abuzz with both relief and anticipation, as (almost) 
everyone ponders over getting back to work. But what 
will the future hold? 
Ata post-deal event at the Hollywood Palladium, 
the Writers Guild of America (WGA) celebrated its 
leadership and solidarity, and outlined the deal points to 
its members. It was described by one friend who attended 
as an uplifting “rock concert”, giving everyone reasons to 
rejoice after months of hardship. 
Some of the productions that were put on hold 
can now resume. Suspension of overall deals has 
been halted and the giants like Berlanti, Rhimes and 
Murphy are already kickstarting their creative engines 
to get productions up and running. In addition, quick 
turnaround daily shows with the likes of Bill Maher and 
John Oliver have swiftly returned to their slots. 
For myself, I was elated when the first emails dropped 
from showrunners and creative partners that I have 
not heard from in months. And two agencies called to 
ask about attaching talent to early-stage development 
projects that were shelved when the strike began. Most 
bizarrely though, you’d expect Hollywood to have 
become noisier this week. However, after driving down 
Overland Avenue, past an eerily quiet, picket-free Sony 
lot, it hit me just how loud some of the protests were. 
But not everyone is bouncing back. The strike has 
taken a toll on many industry professionals. Sadly, 
some have already left the business as they have not 
been able to financially weather the storm. It seems to 
be the younger, more diverse creatives that flock to LA 
from their conservative hometowns that have been the 
hardest hit, and it is heart-breaking to think that we may 
have lost the next Billy Porter or Janet Mock as a result. 
There’s a real sense of indignation that the studio 
heads did not get serious about negotiations and join the 
conversation until it was too late for many. Everyone 
believes the strike could have been resolved months ago 
if only the C-Suite had taken it more seriously. The strike 
has exposed corporate arrogance, shameful attitudes 
and ridiculous salaries. A lot of respect has been lost for 
these once untouchable masters of the universe. 


The ‘Golden Age of TV’ had already started to tarnish 
before writers put down their pens. So, as the market 
opens, it is with a certain sense of trepidation that we all 
wait to see what the new era will look like. Accelerated 
contraction, stripped-back budgets, fewer overall deals, 
and possibly even more shows being axed are all on the 
cards. .. leading to the inevitable — and maybe essential — 
reset that many have predicted, me included. 

We just can’t return to 2022’s peak drama 
commissioning in the US, with 599 shows. It’s not just 
a matter of everyone now believing ‘less is more’ — it’s 
plain and simple; the metrics and models don’t work. 
We are going to have to see some further dramatic 
changes, particularly at the streamers. 

I'm guessing buyer caution will remain too. The 
networks and streamers may have used the downtime 
to carefully evaluate their slates, but I bet the majority 
will be looking for the safer, more commercial properties 
as they step back into the fray. Now is not the time for 
major risk-taking. So maybe the new era will just look 
like a slimmed down version of the old? 

Ive lamented before about the lack of creatively 
excellent shows being commissioned in the last year in 
favour of safe shows and dull franchise reboots, so was 
truly heartened to see Casey Bloys, chairman of HBO, 
saying that at least the strike won’t change the types of 
programming HBO is planning to order. However, he 
did call this an “existential” moment for the industry 
and an “uncertain and scary time”. 

But I rather like the sound of this... an existential 
moment could lead to a real deep dive into the nature 
of what Hollywood should be going forward and the 
choices the industry makes to be better, stronger and 
ensure a meaningful future for all involved. As opposed 
toa reset, which could just mean going back to a 
beginning. 

While it’s difficult to see where it all will land, 
especially with the actors still striking, wouldn’t it be 
great if the last four months generated a true seismic 
shift in Hollywood... and it became fairer, more diverse 
and inclusive, more open and more international? I’m 
genuinely delighted that writers are now adequately 
protected and we can get back to work, but I do wonder 
if, a year or two down the line, we'll really notice any 
difference. TBI 
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Ancient Apocalypse - Season 2 


ncient Apocalypse investigates stories of 

the collapse of some of the world’s greatest 

civilisations. 

Ruins can be found on every continent. 

Places where only the stones bear witness to the tales of 
fallen people. These ruins may be buried underground, 
hidden in the shade of a jungle canopy, or lost amidst 
the teeming activity of a modern city. However, they 
all raise the same questions. How could something so 
remarkable almost vanish from the face of the earth? 
Why do civilisations collapse? These societies were 
reduced to nothing, obliterated by natural disasters. In 
this six-part series, we uncover the scientific reasons for 
the disappearance of some of history’s most fascinating 
peoples. 

This new 6 x 50’season of Ancient Apocalypse, 
produced by World Media Rights for ZDF Studios 
and ZDFinfo, provides insights into the downfall of 
some of history’s greatest empires. From the Mexican 
Aztecs, who succumbed to European invaders and 
the contagious diseases that accompanied them, to the 


Genre: Unscripted/History & 
Biography 

Episodes: 12x50! 

Key sales contact: 

Margarita Garcia, Director 
Unscripted 
unscripted@zdfstudios.com 


View trailer 


ancient Minoans of Crete, who were fatally weakened 
by a volcanic eruption. 

We take note of the warnings of history, as we 
explore the stories of the Vikings of Greenland, hit by a 
triple onslaught of plague, climate change, and the loss 
of the ivory trade; and of the Moche of Peru, whose 
god-like rulers were undermined by unprecedented 
weather events. 
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‘In The Line Of Duty Chicago 


Unscripted | TBI Buyer's Guide 


n the Line of Duty is a gutsy and raw 
accounting of what it’s like to be a cop in 
Chicago. For nearly a decade, journalist Vic 
Maggio has been roaming the streets of the city 
following the cops, covering the extreme violence, 
and documenting the policies that have created a 
crisis for the public. The city has experienced a 50- 
year crime wave with tens of thousands of people 
murdered and countless others shot and injured. 

Over the course of 7 one-hour episodes, through his 
exclusive access and bodycam footage, Vic brazenly 
reports on and analyzes the actions of the cops and 
the criminals. He witnesses expressway shootings, 
carjackings, mass shootings, suicide by cop, SWAT 
takedowns, mass riots, cops being ambushed, gang 
culture killing teens, and more. Vic delves into the 
female cops going up against violent male criminals 
and the difference between male cops and female cops 
in extremely dangerous situations. He will cover the 
bad cops that have disgraced the badge, and good cops 
that gave their lives in the line of duty. 

Viewers will learn how the policies and 
bureaucratic creations have slowly eroded the 
effectiveness of the police department over the past 


Genre: Crime 
Episodes: 7x60' 
Key sales contact: 
Cassie M.Yde 


View trailer 


decades. Officers are being taken for granted and 
sabotaged by the justice system, the media, the 
politicians, the justice groups, and in some cases 
their own leadership. The 100-year politicization of 
the department has made the cops’ job today nearly 
impossible. The culture cops face from the hard-core 
criminals and gang members, fatherless kids and the 
unhinged public have left them restricted by policy. 
With new policies being imposed, cops are fleeing 
from the department by the thousands. Viewers will 
see why the future is bleak for the police force in 
Chicago and why the worst may be yet to come. 
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iw 


SYNDICATION 
COMPANY, INC. 


The Television Syndication Company, Inc. 
Tel: 407-788-6407 


Web: wwwitvsco.com 
Sales contacts: Cassie M. Yde, Chris Batson/TVS Asia 
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TBI Formats | Opinion 


“If you move my 
meeting, I knowmy 
priority level - and 
we all have long 
memories” 


Siobhan Crawford is co- 
founder of Glow Media and 
has worked in the format 
business for almost two 
decades at firms including 
DRG, Zodiak, Banijay and 
Primitives 


Formats Siobhan Crawford 


Remember your manners 


he last time we ‘spoke’ it seems like the 
message resonated. I heard ‘shiiiit’ echoed 


across all corners of the market — and we 

will be returning to that point, because 
the perspectives of so many people in response are 
fascinating and so worthy of sharing. 

But for now, MIPCOM is upon us. 

Some of us feel it more than others, or our energy 
levels do at least. 

I thought about our now traditional ‘hot list’, 
presenting shows from independent distributors who 
work like mules pre-market to have something to 
show and forecast against for the next few quarters, 
but I decided to let you do your own work this time. 

Instead, Cannes: what rules should we live by 
when heading down south? I have asked some of my 
favourite people in the industry what they advise as the 
essential etiquette and expectations in Formatland, and 
boy do we love the answers. 

For the newbies and the old-timers, this is Cannes 
Etiquette — Lesson 1: Don’t be a dick. 


Livin’ lavidaloca 


Some of this requires no explanation, but we all get 
stung somewhere: 
e Set your invites to the right time zone 
¢ Remember press releases pre-MIP are noise, not 
substance 
e Bring earphones to listen to promos 
e If you are the most senior, pay for the juniors (and/ 
or freelancers) — we all spend a lot at the bar, let’s 
pay it forward! 
¢ Be kind to distributors who have likely pitched the 
same show 40 times (must be a person with a light 
schedule) 
¢ Make reservations or forget the delights of Da 
Laura and expect grumpy French at Goéland 
e Sunblock is no joke 
¢ Don’ tell people they look tired, it is already known 
¢ If you don’t leave after 25 minutes, you will still be 
late — you can wear running shoes all you like 
e Paper business cards — QR codes? What world are 
you living in? Paper, please 


The art of a quick ‘No’ 


When in Cannes, as in life (as a distributor and 
producer) we get rejected... a lot. So when you can, be 
cruel to be kind and rip off that band-aid: 
¢ The art of a quick ‘no’ — it will save us all on our 
follow-up reports 
¢ Shout ‘conflict’ early when watching trailers — IP 
theft is rife, and trust, once broken, is hard to repair 
¢ Don’t claim to have something in internal 
development in every genre — I get it, catalogues are 
large. The current climate is for collaboration and a 
percent of something is better than 100% of nothing 
¢ Buy, don’t borrow — I will be saying this my 
whole life. Do you want to keep your independent 
distributors and producers? Or do you want to end 
up with only groups? 
¢ Don’t get too excited, you won't sell everything 
—‘S’ made me laugh when he said this, the market 
gives false hope. True ‘dat 


Me, myself & everyone else 


This is a relationship-based industry. I say this on 
repeat. This may seem basic, but it seems to slip by a 
few people. So here are four key rules: 

1. Don’t be a dick — blanket rule — and the 

dicks know who they are, but they say they are 

‘confident’. “Same same but different,” is the phrase 

that comes to mind 

2. If you move my meeting, I know my priority level 

—and we all have long memories. So lesson number 

four below applies. 

3. Don’t be a no-show - it is the height of arrogance. 

You will be called a ‘rule 1’ here if you do this 

4. Be real — Dutch direct, Nordic honesty. I hear 

it all over, the genuine you is the one we want. 

Forget your company hat and your sales spiel and 

talk to us! 

So this is the wisdom from me and the gang, hard 
and fast rules to work by with one main rule. At a time 
when the industry is hurting, be the Jimmy (or insert 
name of best person you know here) and emulate 
them. TBI 
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Tobie Lolness 


obie Lolness is just one and a half 
millimeters tall, and he’s the most wanted 
person in his world, the Great Oak Tree. 
When Tobie’s father makes a ground- 
breaking discovery, tapping into the very heart of the 
Tree’s energy, he also realizes that exploiting it could 


permanently damage their world. Refusing to reveal 
the secret of his invention to an enraged community, 
the family is exiled. But one man is determined to get 
hold of the forbidden knowledge... and his plan is 
to destroy the Tree. Now Tobie’s parents have been 
imprisoned... Only Tobie has managed to escape, but 
for how long? 

Since its release in 2006, the novel by Timothée 
de Fombelle has sold over 1,000,000 copies, was 
published in 30 countries and to date has received 
28 literary awards. The book has become a classic of 
children’s literature in less than ten years. A coming 
of age story, of adventure, heroism, friendship and 
survival, with a powerful environmental message, set 


Genre: Junior/Animation 
Episodes: 13x52’ or 26x26’ 
Key sales contact: 


Arne Lohmann, VP Junior 


junior@zdf-studios.com 


in a miniature world. 

Adapted from the novel “Tobie Lolness’, the 
animation series (13x52’ or 26x26’) is produced by 
TANT MIEUX PROD for ZDF German Television 
Network, ZDF Studios and UMEDIA. Its target 
audience are children aged 6 to 9 and their families. 
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“While children’s 
channels certainly 
have a niche on FAST 
TV, the economics 
do not support 
originals on any 
but the lowest of 
budgets” 


Tim Westcott is senior 
principal analyst, digital 
content & channels, at 
research powerhouse 
Omdia. TBI and Omdia are 
both owned by Informa 
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Tech & Analysis Tim Westcott 
Why FAST is suited to children’s audiences 


ome time ago, we surveyed the children’s 

programming on UK TV channels for a 

presentation. One of the UK public service 

channels was scheduling episodes of the 
same pre-school show around the clock. At the time, 
this seemed to be a waste of valuable broadcast 
spectrum, but it now turns out that channel was just 
a few years ahead of its time. 

The rise of FAST channels has been one of the 
talking points of the last year or so in media, even 
though the general concept has been around for 
longer. The acronym stands for free ad-supported 
streaming television. Unlike traditional linear ad- 
funded channels, FAST channels are fully distributed 
via digital networks that are fully addressable and are 
therefore perfectly suited to targeted advertising. 

FAST platforms include PlutoTV, part of 
the Paramount empire, consumer electronics 
manufacturers LG, Roku and Samsung (the growth 
of smart TVs has been a key dynamic in the rise of 
FAST) and newcomers like Plex and Rlaxx. 

Channels available on FAST services are a mix 
of brands that have moved from traditional TV 
distribution platforms and channels that originated 
as on-demand services (usually YouTube in the 
children’s space). Many are single-IP channels: 
Nickelodeon’s archive is particularly prominent in 
FAST, with SpongeBob SquarePants, iCarly, Dora 
The Explorer and Blue’s Clues channels among a raft 
of others. 

Crucially, channels are curated rather than 
being algorithm driven. In many ways, they tap 
into a consumer preference for passive, ‘lean-back’ 
viewing as an alternative to on-demand services. The 
children’s audience — generally more prone to watch 
back-to-back episodes of the same show on repeat 
(as parents of young children will wearily attest) — is 
perfectly suited to FAST. 

Omdia’s snapshot of FAST channels in Q1 this 
year identified 85 children’s FAST channels in the US, 
53 in Germany and 39 in the UK. The pre-eminence 
of the US is no surprise given that it is well in advance 
of other markets in terms of development, with the 
US and Canada combined accounting for 90% of 
global FAST channel ad revenues. 


The main platform for the genre in the US is 
PlutoTV, with Nick-based channels featuring 
prominently, as well as Moonbug’s Little Baby 
Bum, the Lego Channel and Yu-Gi-Oh. Roku 
is also a key player in the US with 26 children’s 
channels, while LG has 24. Some 23 of the 
children’s channels are single-IP — the others feature 
a mixture of content. 

The next largest FAST markets outside the US 
are Germany and the UK, and here Pluto TV is 
also the leading player in children’s FAST, with 30 
channels in Germany and 10 in the UK. Rakuten 
TV is active in both countries, with 10 channels in 
the UK and seven in Germany, and Samsung has 
seven children’s FAST channels in both countries. 

After Paramount, the most active children’s 
channel owners in the FAST channel space are 
WildBrain, Toon Goggles, Moonbug and Mattel. 
These are mostly companies that have a sizeable 
archive of programming available, ideally with an 
established audience and strong branding. Channel 
operators have told us that 100-150 hours of 
content is a minimum for a FAST channel. The 
schedule also needs to be refreshed, and many 
single-IP channels will have a limited shelf life. 

There are a variety of business models for FAST 
channels. Typically, content owners would share 
revenues from their channel with the platform 
owner (with another cut going to the technology 
partner). The split is usually 60/40 in favour of 
the channel provider. The other major model is 
inventory share, where the channel owner sells 
some of the advertising itself. A less frequent model 
sees the platform paying an annual fee to the 
content owner and keeping 100% of ad revenues. 

While children’s channels certainly have a niche 
on FAST TV, the model will not work for all 
types of content and the economics certainly do 
not support original production on any but the 
lowest of budgets. Omdia’s consumer research 
also indicates that while the heaviest users of FAST 
skew young, families with children under-index as 
FAST users. Children’s channels account for just 
5% of the overall FAST channel offer in the US 
and 7% in the UK. TBI 
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Entertainment One to shop 
Australian true crime docuseries 
‘The Black Hand’ 

Read more... 


Spain’s Squirrel Media to buy 
animation firm Mondo TV Studios 
Read more 


Stay informed with the latest TV programming 
trends and developments, as well as the day's 
breaking news stories via the TBI Daily newsletter - 
delivered straight to your inbox! 


Brought to you by 


tbivision.com/newsletter-registration 


informa 
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